Abstract-In the absence of sufficient and useful literature in the area of Marketing Intelligence Systems (MKTi), this study seeks to propose and infers aMKTi conceptual framework, through consensus, of a group of information systems (IS) and Marketing system experts. This research assumes that expert opinion can be of significant value in situations where knowledge or theory is incomplete, as in the case of MTKi systems in a Pervasive Business Intelligence (PBI) context. The Delphi method is used to conduct this study; this method is particularly suitable for this research situation where personal contact is not desirable among participants, annihilating the existence of opinion leaders, and ensuring democratic participation. This paper intends to take that first step in filling a gap in the MKTi, by proposing a conceptual framework for Marketing Intelligence systems in the context of PBI systems.
I. INTRODUCTION
In the business world, knowledge comes from information, and the information comes to the data. Knowledge assists managers in making timely and assertive decision. In any organization, it is critical to have a good understanding of the internal environment (processes, products, services, employees, customers, suppliers, and partners) and external of it (competitors, stakeholders, regulatory authorities). The rapid growth in the volume of information in organizations may become a problem due to lack of capacity to handle this information. Data is raw and unorganized, while information is the result of organized, structured and processed data.
At present, organizations are faced with an aggressive competitive environment, which will make difficult to maintain competitive advantage. According Guarda et al. [1] competitive advantage can be understood as seeking unique opportunities that will give the enterprise a strong competitive position.
Marketers and analysts need to dig deep into their data in order to rightly understand the impact of marketing campaigns, in order to be successful, the operationalization of BI throughout the organization is required, enabling business intelligence systems (BI) reach all levels of the organization, at the right time and with the necessary information [2] , being pervasive.
II. RESEARCH AND OUTPUTS

A. Motivation
In recent years, global growth slowed, markets have matured and become more competitive. For many organizations, the only way to grow is at the expense of its competitors [3] . Companies are dependent on the evolution of marketing, to better adapt their strategies [4] . This study crosses several areas; it is intended the construction of a framework for integration of Marketing Intelligence in the Pervasive Business Intelligence systems, providing greater flexibility in adapting to changes in business and information needs, and providing better support for marketers in the decision-making process.
B. Research Objective
The research problem was identified considering the needs of marketer's to have information to support timely decision, allowing them to be proactive and face competition, and the capabilities of PBI, that enable BI systems reach all levels of the organization, at the right time and with the necessary information.
The objective of this research is to develop a conceptual framework to assist marketers in decision making process, leveraging various technologies, strategies, and resources for sustainable innovation.
Given the complexity of MKTi and its integration into PBI systems, it is intended exploit the best form to improve the approach of MKTi to PBI, taking the first step to the pervasive mark etingint elligence (PMKTi).
III. METHODOLOGY
The Delphi method was used for gathering and analyzing data for this study. We apply the Delphi method to assess the proposed framework. This method is suitable as a research tool in incomplete knowledge of situations on a phenomenon or problem, but it is not suitable for all kinds of problems in IS and works well when the goal is to improve the understanding of the problems, opportunities, solutions, and also develop forecasts.The Delphi methodology is used for the identification of future events and trends, operationalized by consulting a group of experts. The Delphi method is one of the most popular qualitative methods, is effective as structured and independent surveys of experts do not provide biased estimates of alternative futures [5] . This is a decision-making method in a group that is characterized by the fact that each member of the group present their ideas independently, each element isolated from the rest of influence. 
VI. CONCLUSION
This research was achieved through exploring some prospective information systems areas, strategic factors, and measuring related judgments from expert panels. This study develops a research framework that can assist decision makers in emerging economies. This theoretical framework should be followed for implementing PMKTi as an enabler for their competitiveness.The participants in this Delphi process achieved consensuson a generic quality criteria list. The adoption of this core set by the expert panel may be the first step toward a minimum reference standard of quality measures, for the framework quality criteria.
